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Aaker, David A. See Stayman, Aaker, and Bruzzone. 

Abate, Mario A. Applications and Analyses in Single-Source 
Data: Experiences of the American Chicle Group Warner 
Lambert. No. 6, pp. RC-3-6. 

The author chronicles the experiences his group 
had implementing single-source data. Then, some 
specific applications for their internal marketing 
clients are described as well as major efforts that 
have been taken to transform the data into sales. 

Albonetti, Joseph G. and Luis V. Dominguez. Major In- 
fluences on Consumer-Goods Marketers’ Decision to Target 
to U.S. Hispanics. No. 1, pp. 9-21. 

This article surveys manufacturers of consumer 
packaged-goods to determine the business value of 
the U.S. Hispanic market and what the fairly wide- 
spread favorable consensus on its value is. 

Barnes, James H. Jr. See Lee and Barnes. 

Berlamino, Cheri. Designing the Qualitative Research 
Project: Addressing the Process Issues. No. 6, pp. RC- 
7-9. 

This article describes appropriate uses of various 
types of qualitative research techniques and iden- 
tifies certain concerns surrounding consumer and 
professional qualitative research. 

Bhalla, Gaurev. See Murry, Lastovicka, and Bhalla. 

Brink, J. M. See Deckinger, Brink, Katzenstein, and 
Primavera. 

Broadbent, Simon. A ‘Small’ Advertising Elasticity: A Re- 
joinder and Some Conclusions. No. 4, p. 44. 

Following his longer article in the same issue (see 
below), the author makes some final conclusions 
about ad elasticity in response to Tellis’ remarks re- 
garding Broadbent’s conclusions. He repeats his 
warning about advertising versus pricing for deci- 
sion-makers. 

Broadbent, Simon. Point of View: What Is a ‘Small’ Adver- 
tising Elasticity? No. 4, pp. 37-39. 

Broadbent responds to Tellis’ MSI report on adver- 
tising elasticities, disclaiming his notion that equal 
percentage changes in price and in amount spent 
on advertising are comparable; in his discussion of 
the subject the author presents connections be- 
tween budgets and elasticities. 

Brownell, Mary. Surveying the Changing Research Environ- 
ment and Its Effect on Us. No. 5, pp. RC-3-10. 

The author inspects the research profession and its 
preser:t difficult cycle and suggests periodic studies 
be done in order to check on the field and to get a 
better understanding of what is happening in the 
research profession. She also makes a few recom- 
mendations for the future. 

Bruzzone, Donald E. See Stayman, Aaker, and Bruzzone. 


Buchanan, Bruce and Ronale H. Smithies. Substantiating 
a Parity Position. No. 5, pp. 9-20. 

This article shows that there is no simple standard 
that can be used to substantiate a parity position, 
according to its current definition. New methods of 
validating a parity position are suggested, since it is 
now always assailable by a stronger test. 

Burns, Alvin C. and Ellen R. Foxman. Some Determinants 
of the Use of Advertising by Married Working Women. No. 
5, pp. 57-63. 

This study of 176 married, working women living in 
Baton Rouge, Louisiana, attempts to define the de- 
terminants and moderators affecting the women’s 
use of advertising. Some tentative findings are 
stated about the implications that role-load and its 
contributors have on advertising use, and some 
questions are raised for future research. 

Cabellero, Marjorie J., James R. Lumpkin, and Charles S. 
Madden. Using Physical Attractiveness As an Advertising 
Tool: An Empirical Test of the Attraction Phenomenon. No. 
4, pp. 16-22. 

Physical attractiveness as a variable affecting inter- 
personal attraction has received increased attention 
among advertising professionals and researchers in 
recent years. The findings here show the impact of 
physical attractiveness when measuring deeper 
levels of the hierarchy of effects. 

Chao, Paul. The Impact of Country Affiliation on the Credi- 
bility of Product Attribute Claims. No. 2, pp. 35-41. 

This study explores the possibility of expanding ad 
credibility for TVs, stereos, and VCRs, distributed 
in the midwestern United States, by companies in a 
newly industrialized country. The author finds that 
credibility claims can be significantly increased in 
two substantial ways. 

Davis, Brian and Warren A. French. Exploring Advertising 
Usage Segments among the Ages. No. 1, pp. 22-29. 

This study explored three potential audiences 
within the elderly cohort based on audience infor- 
mation usage and attitudes toward advertising. 
Psychographic profiles were compiled for each au- 
dience and segments were analyzed to examine 
media consumption patterns among groups across 
newspapers, TV comedy programs, and TV news 
programs. 

Deckinger, E. L., J. M. Brink, H. Katzenstein, and L. 
Primavera. How Can Advertising Teachers Better Prepare 
Students for Entry-Level Advertising Agency Jobs? No. 6, 
pp. 37-46. 

The study objective was to present teachers with 
the necessary tools to prepare their students for ad- 
vertising agency recruiters. This was done by 
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pointing out the major differences between adver- 

tising educators and prospective employers. 

Dominguez, Luis V. See Albonetti and Dominguez. 

Donohue, Thomas R. See Henke and Donohue. 

English, Flaurel. See Scott and English. 

Erffmeyer, Robert C. See Milliman and Erffmeyer. 

Foxman, Ellen R. See Burns and Foxman. 

French, Warren A. See Davis and French. 

Friedman, Lawrence. How Good Is the Seven-Day TV Diary 
Now? No. 4, RC-3-5. 

The author questions the quality of the seven-day 
diary as a measurement tool today and offers a new 
cost-effective way of analyzing the data that gives 
results that are comparable with those of people- 
meters. 

Guggenheim, Bernard. All Research Is Not Created Equal. 
No. 1, pp. RC-7-11. 

This paper questions the reliability of research with 
low sample-completion percentages since nonre- 
spondents tend to be young, affluent, well-edu- 
cated, white collar, and active. Media decision 
makers are warned not to ignore this source of bias. 

Henke, Lucy L. and Thomas R. Donohue. Functional Dis- 
placement of Traditional TV Viewing by VCR Owners. No. 
2, pp. 18-23. 

A study of VCR users in an area within the top 100 
television markets showed that media and TV dis- 
placement, along with a change in viewing prefer- 
ences and habits, does occur with the acquisition of 
a VCR. Advertisers can and should modify their 
perceptions of certain television programs— in sev- 
eral major terms. 

Humbaugh, Pam. Survey Research Quality: The Value of the 
Extra Step. No. 3, RC-3-8. 

The author gives a detailed account of the three 
steps taken to ensure quality research at General 
Foods: written expectations for survey work; formal 
feedback on the survey work done; and validation. 

Jacobs, Laurence W. See Syndinos, Keown, and Jacobs. 

Kamins, Michael A. Celebrity and Noncelebrity Advertising 
in a Two-Sided Context. No. 3, pp. 34-42. 

This study was undertaken to examine the use in 
advertising of a celebrity and noncelebrity spokes- 
person in combination with a one- or two-sided 
claim. The author questions whether the celebrity 
ad in a two-sided format led to a significantly 
higher global attitude toward the product and a 
higher purchase intention. 

Katz, Helen E. and Kent M. Lancaster. How Leading Ad- 
vertisers and Agencies Use Cable Television. No. 1, pp. 
30-38. 

This article presents the results of a survey of more 
than 200 media planners from leading U.S. adver- 
tisers and agencies and describes their companies’ 
strategies and evaluation procedures when using 
cable. 
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Katzenstein, H. See Deckinger, Brink, Katzenstein, and 
Primavera. 
Keown, Charles F. See Syndinos, Keown, and Jacobs. 
King, Karen Whitehill and Spencer F. Tinkham. The 
Learning and Retention of Outdoor Advertising. No. 6, pp. 
47-51. 
The authors’ objective was to find out if outdoor ad- 
vertising can create and maintain awareness of a 
message. Telephone interviews were conducted 
with adult residents living in the test town to assess 
their retention of information from outdoor adver- 
tising. 
Kumar, V. and Roland T. Rust. Market Segmentation by 
Visual Inspection. No. 4, pp. 23-29. 
This study looks at the possibility of advertising 
managers identifying market segments through 
graphical and visual approaches by representing 
the households and objects in the parameter space. 
The authors present a method which would include 
the advertisers’ judgment to a larger degree. 
Lancaster, Kent M. See Katz and Lancaster. 
Lastovicka, John L. See Murry, Lastovicka, and Bhalla. 
Lee, Seonsu and James H. Barnes, Jr. Using Color Prefer- 
ences in Magazine Advertising. No. 6, pp. 25-30. 
Are color and emotion systematically related? Are 
human beings of different ethnic, gender, and cul- 
tural origins differently affected by the use of color? 
The authors render most advertisers guilty of not 
using color to improve advertising response among 
target customers. 
Lumpkin, James R. See Cabellero, Lumpkin, and 
Madden. 
Madden, Charles S. See Cabellero, Lumpkin, and 
Madden. 
Massey, Tom K. Jr. See Rhea and Massey. 
Maxwell, Hamish. Serious Betting on Strong Brands. No. 5, 
pp. RC-11-13. 
In this discussion on brands, Maxwell manages to 
tie together such issues as brand equity, global mar- 
keting, advertising versus promotion, the power of 
the retailer, private labels, measurement of the 
long-term effects of advertising, agency compense- 
tion, and the professionalism and responsibilities of 
researchers. In order to strengthen and protect the 
value of brands, Maxwell advocates the reporting of 
data beyond the current four-week reporting pe- 
riod. 
McKenna, William J. People Meters: The Search for To- 
morrow. No. 4, RC-6-7. 
This paper reviews the progression of technology in 
the television industry during the past five years 
and makes predictions about further growth and 
continued use of the current technology lineup, 
which could result in increased advertising effi- 
ciency. 
Mehrotra, Sunil. Strategic Regional Marketing: Two Plus 
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Two Equals Six. No. 6, pp. 9-17. 
This paper embraces the idea: think nationally, act re- 
gionally. This enables the author to address major 
advertising resource-allocation decisions. 

Miller, Ernest C. Good Ol’ Bobbie Burns . . . To See Our- 
selves As Others See Us. No. 6, pp. RC-10-12. 

What do clients want from their agency? Why 
should agencies listen to their clients? The author 
emphasizes the importance of customer feedback 
and gives examples of general findings. 

Milliman, Ronald E. and Robert C. Erffmeyer. Improving 
Advertising Aimed At Seniors. No. 6, pp. 31-36. 

By 2020, one-third of the U.S. population is ex- 
pected to be aged 55 or over. This study of over 200 
seniors over 65 years of age from Bradenton, 
Florida, tested favorability and credibility of adver- 
tisements with different aged models. 

Moore, William L. See Winer and Moore. 

Moschis, George P. Point of View: Cigarette Advertising and 
Young Smokers. No. 2, pp. 51-60. 

Does cigarette advertising influence young people 
to start smoking, to continue the habit, or to switch 
brands? This article examines existing views and 
looks at relevant literature in the context of these 
views to assess the evidence. 

Muehling, Darrel D., Donald E. Stem, Jr., and Peter 
Raven. Comparative Advertising: Views from Advertisers, 
Agencies, Media, and Policy Makers. No. 5, pp. 38-48. 

This study provides some insights concerning how 
U.S. business leaders and policymakers view the 
topic of comparative advertising. Also discussed is 
the consumer and whether comparative advertising 
confuses or enlightens. 

Murry Jr., John P., John L. Lastovicka, and Gaurav 
Bhalla. Demographic Lifestyle Selection Error in Mall-In- 
tercept Data. No. 1, pp. 46-52. 

This study shows that important demographic and 
lifestyle differences exist between mall-intercept 
data and random telephone surveys. The authors 
question mall-intercept data that is reliable only for 
mall patrons or for use in conjunction with tele- 
phone surveys. 

Primavera, L. See Deckinger, Brink, Katzenstein, and Pri- 
mavera. 

Raven, Peter. See Muehling, Stem, and Raven. 

Rhea, Marti J. and Tom K. Massey, Jr. Contrasting Views 
of Effectiveness in Sales-Promotion Relationships. No. 5, 
pp. 49-56. 

Agency-client relationships are brought into the 
open in order to foster an environment more hos- 
pitable for effective sales-promotion associations 
with agency personnel. 

Robinson, Michael. See Young and Robinson. 

Rogers, Jean Li. Consumer Response to Advertising Mail. 
No. 6, pp. 18-24. 

This study of about 5,000 households, done by the 


United States Postal Service, asked how consumers 
respond to advertising mail. The impact of house- 
hold income on the amount of advertising mail ac- 
tually read was also examined. 

Rogers, John C. and Terrell G. Williams. Comparative Ad- 
vertising Effectiveness: Practitioners’ Perceptions versus Ac- 
ademic Research Findings. No. 5, pp. 22-37. 

The authors review the body of research on the ef- 
fectiveness of comparative advertising in order to 
search for a consensus within academic research on 
its effectiveness in various conditions and in gener- 
ating different responses. The article also reports 
the results of a study which surveyed attitudes of 
creative directors in the largest U.S. ad agencies to- 
ward the effectiveness of comparative advertising. 

Rubens, William. We Don’t Care about Quality Anymore. 
No. 1, pp. RC-3-6. 

According to the author, erosion of proper sam- 
pling and accurate measurement, in the transition 
from the old diary-system to the new people- 
meters, indicates diminishing overall research 
quality. The lack of pressure on the syndicated re- 
search companies by the networks to improve 
quality is only good in the short term; because in 
the long term, if the methodology is not sound, 
confidence in the ratings may collapse. 

Rust, Roland T. See Kumar and Roland. 

Sandler, Dennis M. and David Shani. Olympic Sponsorship 
vs. ““Ambush’’ Marketing: Who Gets the Gold? No. 4, pp. 
9-14. 

This study uses the context of a major sponsored 
sports event—the 1988 Winter Olympics—to in- 
vestigate the effectiveness of sponsorship in 
creating awareness for a product/company in the 
presence of ‘‘ambush marketers.”” The achieve- 
ments of official sponsors are compared to those of 
“ambushers.” 

Schwarz, Norbert. See Sudman and Schwarz. 

Scott, Douglas and Flaurel English. Tracking Automotive 
Intentions and Imagery: A Case Study. No. 1, pp. RC- 
13-20. 

This study tracks the number of people intending to 
purchase a vehicle model with the actual sales, in 
order to discover more about the purchase-decision 
process. Scott and English reveal their discoveries 
on how to encourage potential consumers to buy. 

Shani, David. See Sandler and Shani. 

Sims, Jonathan B. VCR Viewing Patterns: An Electronic and 
Passive Investigation. No. 2, pp. 11-17. 

This study of over 5,000 individuals examines the 
diversity in VCR viewing patterns by demographic 
grouping and questions Nielsen’s assumption that 
VCR recordings of the original broadcast and play- 
backs are done by the same demographic composi- 
tion. 

Smith, J. Walker. Marketers’ Perceptions of the Marketing 
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Process in the Eighties. No. 3, RC-9-16. 

The marketers’ view of the marketing process seen 

in this survey does somewhat replicate the tradi- 

tional view; however, important differences do 
exist. The narrowing distinctions between adver- 
tising and promotion are explored. 

Smithies, Ronald H. See Buchanan and Smithies. 

Stanek, Larry P. The Transformation of Marketing Informa- 
tion: There's Something Happening Here—What It Is Ain't 
Exactly Clear. No. 5, pp. RC-14-16. 

The author explains why, in the marketing research 
industry, a technological transformation must be- 
come more closely intertwined with the decision- 
making process. 

Stayman, Douglas M., David A. Aaker, and Donald E. 
Bruzzone. The Incidence of Commercial Types Broadcast in 
Prime Time: 1976-1986. No. 3, pp. 26-33. 

This study came about because of a belief that the 
feelings generated by advertising are as important 
as the message conveyed. Warm or amusing/enter- 
taining commercials are compared to those consid- 
ered blah and informative. 

Stem, Donald E. See Muehling, Stem, and Raven. 

Stewart, David W. Measures, Methods, and Models in Ad- 
vertising Research. No. 3, pp. 54-60. 

This paper argues that current industry practice of 
using absolute measures of advertising effective- 
ness, predicated on the assumption that effective 
advertising will always manifest a positive incre- 
ment in the measurement of performance, leads in- 
evitably to the erroneous conclusion that adver- 
tising is ineffective. An alternative measurement 
model is proposed. 

Sudman, Seymour and Norbert Schwarz. Contributions of 
Cognitive Psychology to Advertising Research. No. 3, pp. 
43-53. 

The authors discuss the implications of what has 
been learned in cognitive psychology and apply this 
information to some of the major data-collection 
issues. The judgments obtained in market research 
are affected by extraneous factors, so methods of 
control and their effects are also examined. 

Syndinos, Nicholaos E., Charles F. Keown, and Lau- 
rence W. Jacobs. Transnational Advertising Practices: A 
Survey of Leading Brand Advertisers in Fifteen Countries. 
No. 2, pp. 43-50. 

A survey of over 400 advertisers of 12 consumer 
products in 15 countries looked at the degree of 
commonality in their budget-setting methods, 
timing of expenditures, allocation of their adver- 
tising budget by media, measure of advertising ef- 
fectiveness, creative approaches used in print and 
broadcast media, and methods to compensate 
agencies. 

Tellis, Gerard J. Point of View: Interpreting Advertising and 

Price Elasticities. No. 4, pp. 40-43. 
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In reaction to Simon Broadbent's response to Tellis’ 
report on advertising elasticities and Broadbent's 
assumption about the meaning of price elasticity, 
this paper discusses that assumption, new findings 
about price and advertising elasticities, and the 
many factors that affect the profits—from price and 
advertising changes. Price elasticity may be much 
higher than advertising elasticity, but neither may 
reflect the full effects of these variables. 

Thomson, Lynn. Comparing Nielsen's and AGB’s People- 
Meter Ratings: A Natural Experiment in Sampling. No. 4, 
RC-8-12. 

A natural experiment happened when Nielsen and 
Audits of Great Britain (AGB) used almost identical 
methodologies, people meters, for 11 months. The 
author looks to see if the differences in the two 
ratings estimates can be accounted for. 

Tinkham, Spencer F. See King and Tinkham. 

Traynor, Kenneth and Susan C. Traynor. High-Tech Ad- 
vertising: A Status Report. No. 4, pp. 30-36. 

This survey of chief executive officers and mar- 
keting vice presidents of 500 high-tech firms ap- 
praises the status and use of advertising in high- 
technology industries. Some specific results are dis- 
cussed. 

Traynor, Susan C. See Traynor and Traynor. 

von Gonten, Michael F. See Walker and von Gonten. 

Walker, David and Michael F. von Gonten. Explaining 
Related Recall Outcomes: New Answers from a Better 
Model. No. 3, pp. 11-21. 

This study examines why commercials produce the 
recall scores that they do. The influence on the 
memory that brand name as well as the name of the 
product itself has is also studied. Suggestions to in- 
crease recall are made. 

Wicks, Robert H. Product Matching in Television News 
Using Benefit Segmentation. No. 5, pp. 64-71. 

The author explores the possibility that television 
news programs have produced specific audience 
segments and demonstrates the means available to 
define the composition of segments for TV news. 

Williams, Terrell G. See Rogers and Williams. 

Winer, Russell S. and William L. Moore. Evaluating the 
Effects of Marketing-Mix Variables on Brand Positioning. 
No. 1, pp. 39-45. 

This article presents several examples of the inte- 
gration of a new scaling methodology which 
permits the development of brand positions based 
on actual choice data and the subsequent linking of 
marketing-mix variables to changes in the positions 
over time. Such analyses can be performed easily 
with commonly available consumer scanner panel 
data. 

Young, Charles E. and Michael Robinson. Video Rhythms 
and Recall. No. 3, pp. 22-25. 

The rhythms that set up a communication structure 
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in television advertising are analyzed by the au- 
thors. The way in which visualization of the 
product story affects recall is also tracked. 
Yuspeh, Sonia. Point of View: Dracula and Frankenstein Re- 
visited. No. 1, pp. 53-59. 
Yuspeh identifies two problems in advertising re- 
search of the late ‘80s: (1) the inappropriate use of 
qualitative research which provides judgment 
without numbers and (2) the mechanistic use of 
quantification which provides numbers without judg- 
ment. She then offers advice to users of research 
and to research professionals. 
Zufryden, Fred S. How Much Should Be Spent for Adver- 
tising a Brand? No. 2, pp. 24-34. 
Approaching the topic with a PC-system, the au- 
thor shows how the model results can give specific 


guidelines for increasing a company’s planned ad- 
vertising efforts. The PC-based model, in addition 
to profit-maximizing, has validity that has been 
confirmed through empirical tests. 


Editorials by William A. Cook 


Advertising in a Word, or a Number. No. 3, pp. 7-8. 

Alice in Adland: Where Things Are Seldom As They Ap- 
pear. No. 4, p. 7. 

Can You Say “Successful Marketer” in Spanish? No. 1, 
pp. 5-6. 

Marketing’s New Math. No. 6, p. 7. 

My Ad Can Beat Your Ad! Can’t! Can! Can’t! No. 5, 

Video Variations on an Ancient Theme. No. 2, pp. 
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